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With capital flow across geographic and industry boundaries, cross-industry and 
multinational business greatly promote the emergence and development of segment 
reporting. In order to better protect the interests of investors and maintain the 
efficiency of securities market, since the 1960s, in many countries and regions, 
securities regulators and accounting standard-setting bodies have promulgated 
segment reporting disclosure rules to regulate disclosure of segment reporting 
information, content and form. Providing segment reporting has become an 
international practice. 
This paper first describes the FASB and IASC’s Segment Reporting Standards 
which are the most representative issued to trace the history of segment reporting 
criterion changes, and then describes the history of segment reporting in China, using 
the narrative method to describe the CSRC and the Treasury’s rules on the disclosure 
of segment reporting from 1994 to 2010, and with the current situation of the listed 
companies’ segment reporting to point out the existing problems and puts forward 
corresponding solutions. 
The development of china during the nearly 30 years is based on the background 
of tariff protection and domestic huge demand release in the short time. Demanding 
pull and setting the tariff barriers to international competition, many companies that 
now own by virtue of the large brand, a good team, high input, heavy intervention 
thought they should share the top three, so we saw the spectacular "VCD fever", "hot 
air", "computer fever", and now is the "mobile phone craze", "Financial hot", but 
today's global economic environment has been changing. The China's population 
advantage is about to disappear, Lewis Turning Point has emerged. After the WTO, 
particularly after the 2008 financial crisis, more and more foreign companies began to 
enter China to seize the market; Chinese enterprises' situation began to change. 
Because of the imbalance in industrial development, the stage of different 
industries are very different, some industry is a monopoly type of national resources, 
and its marketing is in the "product time"; some industry there are some barriers to 
entry, its marketing is in the "brand image of the age"; More industries are in fierce 
competition, corporate profit margins continue to shrink. In order to avoid the "zero 

















Western countries, most companies have already begun to use the concept of strategic 
positioning. President Hu proposed to strengthen the strategic position, the formation 
of industrial concentration, and enhance the core competitiveness of enterprises in the 
second Five-Year Plan and the 2010 Central Economic Work Conference. This paper 
is to clarify the strategic positioning for the importance of such enterprises and tell the 
Chinese enterprises, especially for companies in fierce competition, should start 
focusing, concentrating combat power in a particular field, and ultimately making the 
brand become a category. Through reviewing the Trout and Ries’ positioning concept, 
this paper choose enterprises in the highly competitive industry to support the idea. 
Due to analyzing the segment reporting, we can clearly find out which segments 
develop rapidly and make large contribution to company profits in order to locate the 
position of company in customers’ minds. This paper attempts to build the Analytical 
Framework of segment reporting based on strategic perspective and through the 
analysis, companies can redefine their strategic positioning. Finally, Selecting the 
Gree Electric Appliances, INC. of ZhuHai and QingDao HaiEr CO. LTD. cases to test 
the rationality and usefulness of the analytical framework. 
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